Purpose -This chapter offers new insights into the understanding of internal (employee) perceptions of organizational corporate social responsibility (CSR) policies and strategies.
Introduction
As the importance of corporate social responsibility (CSR) continues to rise (Zerfass, Verhoeven, Tench, Moreno, & Verčič, 2011; Zerfass, Tench, Verhoeven, Verčič, & Moreno, 2010) , several studies have been conducted investigating the effects that CSR may have on organisations (Sen & Bhattacharya, 2001; Turker, 2009; Verboven, 2011) . The mainstream of the CSR research has focused so far on examining the consumers' attitudes and behavioural intentions towards an organisation's CSR investment (Creyer & Ross, 1997; Maignan, 2001) . Research outcomes indicate that stakeholders expect organisations to behave in an ethical manner (Schlegelmilch, 1997) and show concern for social issues (Shaw & Shiu, 2003) . Even though organisations have expanded and enriched their CSR agenda over the years (Kotler & Lee, 2005) and do not solely focus on environmental concerns anymore, as this may have been the case in the late 1980s and early 1990s (L'Etang, 1994) , it is debatable whether an organisation will eventually be rewarded (Laczniak & Murphy, 1993) or not (Carrigan & Attala, 2001 ) for undertaking CSR initiatives.
This study explores the effect of CSR on employees as this is an understudied stakeholder group (Aguilera, Rupp, Williams & Ganapathi, 2007; Dhanesh, 2012a ).
More specifically, as CSR means "different things to different people" (Jones, Bowd & Tench, 2009, p. 303) , this study will explore the significance of scepticism as a personality trait upon CSR initiatives and will focus on the effects it may have upon word-of-mouth (WOM) and the development of employee-organisation relationships. Moreover this study will also examine the outcome of the individual's involvement with the domain of the CSR investment upon the cultivation of word-ofmouth (WOM) and the employee-organisation relationship.
Literature review of CSR in the public relations (PR) sphere
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Corporate social responsibility
The nature of corporate social responsibility is interdisciplinary and has been examined from different angles (Dhanesh, 2012b) . CSR is the response to the call for more ethical business practices in a changing global environment and there is no single way to understand or approach it. Taking into consideration Carroll's (1991) research, which has been used as a benchmark when exploring the field, CSR appears to encompass four levels of responsibility i.e. economic, legal, ethical and philanthropic responsibility. Additionally, Jones et al. (2009) offer a new perspective to Carroll's research capturing better the dynamic and complexity of the phenomenon. Jones et al. (2009) placed the aspects that encompass CSR on continua arguing that CSR is the "good" side of an ethical behaviour in contrast to corporate social irresponsibility (CSI) when discussing the CSI-CSR framework. They argue that stakeholders mistakenly align CSR with both responsible and irresponsible behaviours.
CSR should be focused on good citizenship (Kampf, 2007; Maignan & Ferrel, 2001 ) and understanding both community and stakeholder needs (Kitchen, 1997) , in order to develop long-lasting beneficial organisation-stakeholder relationships. The question of who is entitled to the CSR leadership (within an organisation) remains unanswered (Dhanesh, 2012b) even though CSR has a clear connection to public relations (PR) theory and practice (L'Etang, 1994) .
Public relations and corporate social responsibility
The concepts of public relations and social responsibility are closely related.
In an exploratory study, Kim and Reber (2008) From their study it may be deduced that, by increasing the influence the organisation has on the stakeholders, the performance of the organisation improves (Kim & Reber, 2008) .
PR establishes relationships between the organization and its stakeholders internally and externally (Ledingham & Brunning, 2000) . The discipline enhances the public dialogue which will lead to a better society and strong community relations (Heath & Coombs, 2006) by identifying and increasing the involvement of the stakeholders (Hallahan, 2000a (Hallahan, , 2000b .
The role of modern organisations is beyond simply generating sales and expanding their share of the market (Kitchen, 1997) , while Tench (2009) , taking it a step further, discusses how organisations have re-evaluated or should re-evaluate their role in society by adopting a socially responsible framework.
The PR literature has predominately focused on the communication of CSR activities towards stakeholders (Branco & Rodrigues, 2006; O'Connor & Meister, 2007; Ellerup-Nielsen & Thomsen, 2007; Capriotti & Moreno, 2007; Pomering & Johnson, 2009; Sones, Grantham & Vieira, 2009; Rolland & O'Keefe Bazzoni, 2009; Ellerup-Nielsen & Thomsen, 2009; Kim, Nam & Kang, 2010) and mainly consumers (Schmeltz, 2012; Kim & Lee, 2012) . To the contrary the effects of CSR initiatives upon employees remain understudied (Spangler & Pompper, 2011; Dhanesh, 2012a) .
Employees and CSR in public relations literature
As the organisation attempts to approach various stakeholders with different beliefs and perceptions of CSR understanding the stakeholder group is essential.
Employees are a stakeholder group that should be valued (Tench, Bowd and Jones, This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited. 6 2007). Similar to the PR practitioners who interact with external stakeholders and external environment of the organisation purposefully (Burk, 1994) employees interact with external stakeholders on a voluntary basis as well (Grunig, Grunig & Dozier, 2002) . This means that either officially (i.e. while engaging with activities when on duty) or unofficially (i.e. when off duty or engaging in a spontaneous conversations) the employees may act, intentionally or unintentionally, to a certain extent as boundary spanners (Levina & Vaast, 2005) . Cameron and McCollum (1993) Developing relationships with the employees is a complicated subject which depends on the structure and culture of the organisation (Puchan, Pieczka & L'Etang, 1997; Yeomans, 2009 ) as well as two-way communication within the organisation (Grunig, Grunig & Dozier, 2002) . Spangler and Pompper (2011) discussed the importance of focusing on employees and argued that the success of CSR depends on the trust these policies and activities earn from these publics. Their research showed the importance of focusing CSR investments in community relations; a finding which partly has resonance with Uusi-Rauva and Nurkka (2010) who questioned the effectiveness that environmental CSR may have on employee relations.
Conceptualising the study
CSR may lead to competitive advantage when the investment involves engagement with ethical and philanthropic activities (Podnar & Golob, 2007) or even become a partial antidote to recession (Langford, 2009 responsible profile which may lead to effective organisation-public relationships (Hon & Grunig, 1999) .
Investing in social activities may be considered a PR strategy affecting organisation-public relationships when it includes the relationship-building components of trust, control mutuality, satisfaction and commitment (Hon & Grunig, 1999; Huang, 2001) .
Trust is one of the key relational indicators. It concerns the belief of one party in the trustworthiness, the integrity and the reliability of the other (Morgan & Hunt, 1994) .
Control Mutuality is about the power that each party (organisationstakeholder group) has in the relationship (Grunig & Huang, 2000) . This power signifies that control that each party has on the other (Hon & Grunig, 1999) .
Satisfaction reveals the degree of favourability between the parties. The positive actions of one party reveal its willingness to maintain and improve the relationship (Huang, 2001) .
Commitment is "the extent to which both parties believe and feel that the relationship is worth spending energy on to maintain and to promote" (Grunig, 2002, p.2) . The view a stakeholder has towards CSR affects the commitment (Dhanesh, 2012a) , while in order to develop a successful CSR strategy, employee commitment is considered to be a crucial factor (Morsing, Schultz & Nielsen, 2008) .
The field in which CSR investment is made is surely a very important factor to the organisation-employee relationship building (Uusi-Rauva & Nurkka, 2010; Podnar & Golob, 2007) ; however, Morsing et al (2008) highlight the importance of ensuring the employees' involvement with the CSR strategy before anything else. Therefore employees' involvement with the domain of investment should be examined.
Involvement has been considered a valuable predictor of activism (Grunig & Hunt, 1984) , while it is also regarded a predictor of the individuals "willingness to process a message as well as the likelihood that existing message content will be used to assess each new message" (Heath & Douglas, 1991, p. 179) . Hallahan
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According to Tench et al (2007) , from a media perspective, organisations tend to Regardless of the orientation, the media's tendency to report mainly the irresponsible aspects of an organisation (Tench et al, 2007) and the stakeholder misconception of CSR due to the lack until recently of an integrated CSI-CSR framework (Jones et al, 2009 ) has led the stakeholders to take a more sceptical approach towards the phenomenon.
Scepticism involves questioning motives, facts, existing knowledge and generally any kind of doctrinaire belief. It has been the focus of several studies but not in the field of PR. Mohr, Eroglu and Ellen (1998) This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited. 11 RQ4: Which dimensions of relationship management are significant predictors of word of mouth in relation to CSR?
Methodology
In order to assess the employee's role in CSR initiatives, we had two goals in our study design: (a) surveying a large sample of employees and (b) using an organisation that was well-known in its industry and within its country. Therefore, intranet, publicizing annual reviews, holding meetings, emails, websites (White, Vanc & Stafford, 2010; Welch, 2012) and social media (Friedl & Vercic, 2011) . It was thus not reliant on external media as a primary method of communication with employees.
Research Design
Data for the research questions were gathered through a self-completion questionnaire distributed in a hardcopy form to the employees located in the organisation's central office in Athens. A convenience sample (Bryman, 2008) of 612 complete questionnaires was gathered. The questionnaires were distributed and collected by a research assistant who is not an employee of the organisation.
Moreover it was clearly stated, on the questionnaire and by the individual This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited. 12 distributing the questionnaires, that the responses are strictly confidential and the purpose was for scientific research. Therefore we do not expect social desirability bias and perception bias to be threats to the validity of this study. Some 61.77% of the respondents were males (n = 378), while the 38.23% were females (n = 234).
The questionnaire used a seven-point Likert scale in order to examine the relationships between: positive word of mouth, involvement (i.e. involvement with children donations and involvement with philanthropies), scepticism (i.e. selfdetermination, the individual's questioning mind, search for knowledge, selfconfidence, suspension of judgement, interpersonal understanding), views on CSR (i.e. discretionary CSR, ethical-legal CSR, economic CSR) and relationship management (i.e. control mutuality, relationship commitment, relationship satisfaction, trust). The questions included in the questionnaire are presented in Table 1 .
------------ Table 1 ------------
The data are processed with SPSS 19 and analysed with multiple regressions.
The first multiple regression examined the effect of control mutuality, relationship commitment, relationship satisfaction, trust, self-determination, the individual's questioning mind, search for knowledge, self-confidence, suspension of judgement, interpersonal understanding, involvement with children donations and involvement with philanthropies upon word of mouth answering to research questions RQ1b, RQ2b and RQ4. The second multiple regression examined the effect of the individual's self-determination, questioning mind, search for knowledge, selfconfidence, suspension of judgement, interpersonal understanding, discretionary
CSR, ethical-legal CSR, economic CSR, involvement with children donations and
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The value of the adjusted R 2 is 0.780 and for these data F is 376.028, which is significant at p < .001. The coefficients are presented in Table 2 .
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In the case of control mutuality the value of adjusted R 2 is 0.610 and for these data F is 87.96, which is significant at p < .001 (Table 3 ).
------------ Table 3 ------------
In the case of relational commitment the value of the adjusted R 2 is 0.606 and for these data F is 86.56, which is significant at p < .001 (Table 4 ).
------------ Table 4 ------------In the case of relational satisfaction the value of the adjusted R 2 is 0.611 and for these data F is 88.16, which is significant at p < .001 (Table 5 ).
------------ Table 5 -
-----------
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Finally, in the case of trust the value of the adjusted R 2 is 0.608 and for these data F is 87.16, which is significant at p < .001 (Table 6 ).
------------ Table 6 ------------As presented in multiple regression tables no collinearity issues were observed. For all cases both tolerance and VIF indicators were acceptable (Hair, et al, 2006) .
Discussion
Based on the results, involvement and certain dimensions of scepticism appear to be significant predictors of positive word of mouth and the relationship management indicators (Hon & Grunig, 1999) . With regards to the discussion concerning the research questions:
RQ1: Is involvement with the domain of the CSR investment a significant predictor for: a) the dimensions of relationship management and b) positive word of mouth?
As observed employees who are already involved with the domain of the CSR investment feel that the organization is building a solid relationship with them.
When CSR is linked with issues of employees' personal relevance then the employees perceive this as a benefit provided to them by the organisation (Bhattacharya, Korschun & Sen, 2009 ). Certain employees may even seek to develop their relationship with the organisation in order to obtain the benefits provided (Bhattacharya et al, 2009) . It is recommended that organisations acknowledge the areas of employee involvement outside the workplace and aim their activities and policies towards these areas. It is observed that organisations invest in CSR and then
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It also appears that employees appreciate philanthropically-focused CSR.
This may be considered as something beyond corporate community investments, even though the latter is both effective and necessary (Langford, 2009 ).
The managerial implication of the discussion for this research question is twofold. Organisations may consider investing their CSR budgets by helping directly members of the society and link it to employee involvement. Involvement seems to be a significant predictor for both relationship indicators and of positive word of mouth. Once employees understand the CSR messages, it may be expected afterwards that they show more willing to process future CSR messages based on existing experience (Heath & Douglas, 1991) .
RQ2: Which dimensions of scepticism may be considered significant predictors for: a) the dimensions of relationship management and b) positive word of mouth?
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Employees with a questioning nature who do not rush into decisions (suspension of judgment) may share this way of thinking with their close environment through positive word of mouth.
This discussion may offer insight with regards to the development of the communication strategy and the effects of the CSR strategy. Understanding the levels of employees' scepticism should be a by-default requirement before developing a CSR strategy.
RQ3: Are the dimensions of CSR significant predictors of the dimensions of relationship management?
As identified above, CSR practice and communication interacts with PR practices and it may be worth examining the effect it has on the relationship management indicators. The dimensions of CSR seem to be significant predictors of relationship quality. However, an analysis of the external environment in which the organisation is operating should be undertaken (Wang & Chaudhri, 2009 ).
Depending on the country's political, environmental, legal, economical and societal structure publics may be more (un)sensitive towards CSR activities. Even though it is not one of the findings of this study, it has been observed that employees may not always be impressed and may express their scepticism when organisations just fulfil their discretionary and economic CSR "obligations" (Dhanesh, 2012a) .
The main outcome of this discussion is the need for deeper and more ethical understanding of the dynamic nature of CSR (Jones et al, 2009 ). It is not limited to wording ethical activities differently to avoid the "greenwash" connotation which sometimes accompanies the use of the term CSR. Nor is it concerned with classifying social investments under different themes outside the CSR pillars. It focuses on comprehension of the difference between social responsibility and social irresponsibility and the effect that both concepts may have on relationship building.
RQ4: Which dimensions of relationship management are significant predictors of word of mouth in relation to CSR?
This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited. 18 Employees in this study appreciate the decision-making process and the influence they have when it comes to CSR investments in philanthropic activities that target children in need. They seem to trust that the organisation is truthful and will keep its promises. Moreover, social investments of this kind appear to improve the levels of satisfaction and commitment that employees have. Relationship quality indicators are one of the main outcomes of PR (Ledingham & Bruning, 2000) and appear to be significant predictors of positive word of mouth. Accomplishing a good relationship with the employees before engaging them to CSR activities, as discussed by Morsing et al (2008) , is a valuable pre-condition for reduced scepticism and further improvements in management-employee relationships. This outcome even more important when acknowledging that the employees are the "key drivers of CSR" messages, as the media will probably be interested more in the negative aspects than the good deeds of an organisation (Tench et al, 2007) . Therefore cultivating positive word of mouth is paramount.
Limitations
As this research used a convenience sampling approach it is strongly recommended to test the replicability of the findings. Moreover the socio-economic factors and the timing of the research (Summer 2012 in Greece) may also be considered a limitation.
Finally social desirability bias may be considered a limitation as the focus of the study is a sensitive topic concerning children in need in times of huge financial uncertainty.
In terms of future research, cross-sectional and cross-national research are recommended in order to identify the cultural and socio-economic influence on CSR initiatives.
Conclusions
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The primary aim of this chapter was to explore the effect that CSR may have on employees' positive word of mouth, when focusing the investment on a societally-linked activity that targets children in need. Finally, certain dimensions of scepticism are significant predictors of both relationship building and positive word of mouth. Scepticism in this study is perceived in the form of "watchfulness" (Hurtt, 2010) rather than "suspicion" (Obermiller & Spangenberg, 1994) . Even though highly sceptical individuals may easily spot the organisation's attempt at self-promotion through CSR, it appears that investments affecting community wellbeing and sensitive societal concerns are
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A mutually understood relationship between employees and organization will affect the employees' tendency to communicate positive aspects of the organisation due to their boundary spanning role. Even though focusing on employees is high in the CSR agenda findings suggest that there is room to explore deeper their role by focusing on personality traits. Exploring an individual's scepticism may offer an additional angle to the understanding and investigation of the value of CSR and the importance of the further development of the CSI-CSR framework.
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